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This research seeks to unveil how YouTube influencers and digital interaction can 
contribute to the process of customer-brand relationship and engagement. Based on 
in-depth interviews of female Youtubers devoted to the lifestyle categories, we aim to 
comprehend the engagement factors that influencers should rely on to promote 
engagement between their followers and the brands they advocate. 
 
Theoretical Development 
The emergence of social media has changed the ways customers communicate and 
bond with one another and with brands (Kupfer et al., 2018). People forward news to 
their friends, or YouTube videos to their relatives, send restaurant reviews to their 
neighbours, and share stories, news, and information with peers (Bilro et al., 2018; 
Lamberton & Stephen, 2016; Mulvey et al., 2019). Moreover, the emergence of social 
media such as Facebook, Twitter or YouTube, has boosted interest in the word of 
mouth and viral marketing, which are considered ways of promotion or 
communication, leading to the arising of social media marketing (Buckley et al., 
2012). By applying social media in the marketing efforts, one can use social media 
technologies, channels and a set of software to create, communicate, deliver, and 




Exploratory research is performed through in-depth interviews with these digital 
content creators. In-depth interviews are unique in a way they allow to explore the 
subjects on a one-to-one basis, fostering the interaction between the interviewer and 
the respondent (Sarstedt & Mooi, 2014), and enable to collect qualitative data 
(Raskind et al., 2019). The methodological process started with a comprehensive 
research process based on existing literature that could lead us to create the 
appropriate questions to use in the in-depth interview process.  
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Our results put in evidence what are the YouTubers profiles that better lead to brand 
engagement. When a customer is already identified with the brand and its features, the 
engagement process becomes more natural, and hence it finds to be more active. Our 
results also show that two of the Influencers are not associated with any engagement 
factor, while the other two are related to five or more engagement factors. In this 
study, researchers consider that YouTubers that better engage with their followers are 
those who are associated with three or more engagement factors. 
 
This research also put in evidence some characteristics that lead YouTubers to help 
enhance engagement. Based on this research, we may claim that YouTubers are 
connected with their followers and associated with authenticity, credibility, and 
visually appealing content. Concerning credibility, which is determined by 
trustworthiness and expertise (Xiao and colleagues, 2018), is one of the engagement 
factors that are related to a higher number of YouTubers. This research also supports 
what Xiao and colleagues (2018) said, as they have mentioned that credibility and 
connectedness with followers are two characteristics that are related to each other. 
Authenticity was also referred to as a typical influencer’s trait (Syrdal & Briggs, 2018) 
and the current paper witnessed that such engagement factor is the second most 
related to the YouTubers interviewed. 
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